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Abstract
Artworks, from paintings and photographs to sculptures and architectural features, have received
prominent placement in hospitality spaces. Art in the servicescape or in advertising for sites can
induce positive or negative effects depending on everything from style to color. This paper aims
to discuss the impact of art on guests’ attitudes and behavioral intentions and advocate for further
research on aesthetic impacts in hospitality. A mixed-methods approach was used to initially
understand the impact of art on guests’ attitudes and behavioral intentions in the peer-to-peer
accommodation setting. The results showed a major visual difference between guests’ attention
to the colored paintings and black and white paintings, as well as indicated that colored pictures
caused higher levels of attractiveness perception. The online structured interviews generated
major themes related to attractiveness of the visual art in Airbnb settings and demonstrated that
art influenced guests’ emotions and booking intentions. These themes provide emerging
propositions for future research on the effects of different types of art in hospitality contexts.
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1. Introduction
The hospitality sector has a long history of creating aesthetic landscapes. Artworks, from
paintings and photographs to sculptures and architectural features, have received prominent
placement in hospitality spaces. Decades of discussion in the industry and academia exist on art
in hotels as well as the aesthetic communication present in a servicescape, or the physical
environment of a service landscape that influences image, brand perception, and emotional and
cognitive processes (Bitner, 1992; Lin, 2004; Lin, 2016; Wakefield & Blodgett, 2016). Art-based
initiatives function as a form of value creation that strengthens emotional attachment and
relationships with brands (Koronaki, Kyrousi, & Panigyrakis, 2018). The categories of art hotels,
design hotels, or lifestyle hotels operate with an aesthetic ethos, have purposeful design
intentions, may include art galleries or narratives with deep symbolism, and can integrate art into
hotel service processes for innovation (Adams et al., 2017; Mossberg, 2008; Wang, Tang, &
Cheng, 2018). Art hotels have become a segment of the international art scene and may assist in
generating visitation during the global pandemic (Lewinski, 2021). Art in the servicescape or
advertising for sites can induce positive or negative effects depending on everything from style
to color (Chi, Pan, & Huang, 2021; Kim, Hyun, & Park, 2020; Lin, 2016). Creating a
purposefully artistic space is a strategic decision that influences guests’ perception of the space
and brand as well as their visit or revisit intentions.
Art is a meaningful aspect of human culture. Contemporary aesthetic philosophy privileges the
imaginative effort and impressions stimulated by art (Ackerman, 2003), while psychologists
measure the diverse cognitive impacts of art on individuals (Tröndle & Tschacher, 2012). Visual
art can be viewed as an expression of imagination or culture, a form of communication, and
entertainment. It has been employed for something as critical as social protest or as personal as
decorating an individual’s home for identity representation or comfort. Art has loftier
applications including the promotion of well-being and mental health (Mastandrea, Fagioli, &
Biasi, 2019) or the transformation of the human condition (Allinson, 2019).
While art has been mentioned in hospitality settings, there is a gap in the literature on the effects
of art on guests’ outcomes. In this competitive market, emphasizing art in the creation of eservicescapes that promote spaces (Harris & Goode, 2010) could assist with altering behavioral
intentions, as aesthetic values override functional ones in hotel advertising (Kirillova & Chan,
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2018). Utilizing art pieces in lodging may contribute to guest satisfaction considering the holistic
benefits of aesthetic experience that include facets as significant as satisfying the spiritual needs
of guests (Cheng et al., 2016) and the well-being needs of hotel employees (Kirillova, Fu, &
Kucukusta, 2020). Airbnb has been previously presented as the most developed peer-to-peer
accommodation platform (Guttentag, 2019) that currently outperforms hotels in experience
dimensions and less tangible areas (Mody et al., 2017). This research note aims to discuss the
main factors affecting the attractiveness of art in the Airbnb context and advocate for further
research on the effects of art on guests’ attitudes and behavioral intentions in different hospitality
settings.

2. Literature review
2.1. Art in different domains of hospitality
Previous explorations of the aesthetic factors of service reveal that artistic aspects have been
employed to create better experiences for guests. Art can be embedded in a servicescape to
enrich “experiential and aesthetic values,” as a commodity that can be consumed or bought, as a
conduit for co-creation, or as a tool for transformation (Sigala, 2022). An example of a visitor
attraction that employs all of these purposes, Australia’s d’Arenberg Cube demonstrates effective
servicescape design, art-based initiatives, and the “Bilbao effect” wherein iconic buildings have
positive community impacts; in this case, the Cube brought job creation, wine tourism, and
multi-sensory art experience (Sigala & Rentschler, 2019). Measures of quality in an aesthetic
environment have also been explored in cultural centers such as concert halls, theaters, and art
galleries (Maghsoodi, Saghaei, & Hafezalkotob, 2019). In the foodservice sector, restaurants
with themes and motifs exist as cultural devices (Beardsworth & Bryman, 1999) and the service
and culinary creations of a restaurant possess aesthetic characteristics (Bergflødt, 2012; Fine,
1992). The design of a restaurant space to produce specific emotional impacts, called “restaurant
atmospherics,” was found to increase both diner satisfaction and positive behavioral intentions
(Heung & Gu, 2012). Cruise lines have likewise become thematized and narrativized
(Mittermeier, 2020) in addition to ships that showcase art galleries, art studios, architectural
displays, and theatres (Bennett, 2016).
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The physical environment and aesthetic attributes have effects on guests in other hospitality and
travel settings including ski resorts, airports, and theme parks, but hotels are the most explored
(Nanu et al., 2020). Discussions in lodging include the placement of paintings in hotels (Rhodes,
1981), architectural familiarity impacting visitor affect (Park et al., 2019), and art influencing
perceptions of accommodation settings (Lin, 2016) or the hotel brand (Lee, 2011). Aesthetic
elements can create an “emotive artistic ambiance” in a property (Wang, Tang, & Cheng, 2018),
which in turn influences attitudes and booking intentions (Heide, Lærdal, Grønhaug, 2007).
Purpose-built art hotels have become more popular, with aesthetic principles a core part of the
business model (Strannegård & Strannegård, 2012). Art can be applied as an intervention by
maintaining relationships with artists, with art acting as a catalyst for hotel innovation and
economic development of artists (Cheng et al., 2016; Cheng et al., 2018). Art has also expanded
beyond the traditional notions in these spaces, with multi-sensory, 3D, augmented reality, and
virtual reality exhibits and advertising becoming more common (Leung et al., 2020; Martins et
al., 2017; Rahim et al., 2021).
2.2. The effects of art
Studies have shown that art can impact physical responses as well as cognitive and emotional
reactions. Art viewing provokes several outcomes from evaluating the artwork to self-evaluation
or transcendence (Pelowski et al., 2016). Aesthetic experience causes arousal of positive or
negative emotions (Gernot, Pelowski, & Leder, 2018; Piu, Piţur, & Szentágotai-Tătar; Silvia,
2005), which lead to aesthetic-emotional assessments such as the art being beautiful, surprising,
anger-inducing, stimulating, or well-presented (Tröndle & Tschacher, 2012). As Wakefield and
Blodgett suggest (2016), there remains an opportunity to explore responses to specific elements
within a servicescape, an approach this study takes. Emotions have been found to impact guests’
satisfaction (Godovykh & Tasci, 2021), loyalty (Barsky & Nash, 2002; Godovykh & Tasci,
2020), or decisions in lodging advertisements (Jeon, Lee, & Jeong, 2018), so it follows that these
concepts should be synthesized to understand how the presence of art in space or advertising
inspires aesthetic-emotional attitudes or related behaviors.
Centuries of philosophers and scientists have expounded on the connection between humanity
and the arts, with a basic tenet that art influences emotions (Silvia, 2005). Arts affect individuals
on a subjective and physiological level (Pelowski et al., 2016; Swanson & Davis, 2012) and this,
4

in turn, influences aesthetic evaluations. In the model of the Theory of Planned Behavior (Ajzen,
2020), attitudes influence intentions, which then foretell behavior. The servicescape literature
(Bitner, 1992 and on) informs that the creation of an aesthetic environment in service contexts
can impact not only emotion but changes in attitude and behavioral intentions including positive
word of mouth and willingness to pay more (Heung & Gu, 2012). Studying the placement of art,
which facilitates emotions and attitudes, can thus help scholars and industry practitioners predict
intentions and behaviors in a hospitality context. There has also been less attention paid to the
aesthetic aspects of the peer-to-peer accommodation sector rather than traditional lodging, so
understanding this aspect better can lead to more purposeful aesthetic presentation from hosts.

3. Methodology and results
A sample of 1147 adult US residents who had used Airbnb.com within the last three years was
recruited in November 2021 using Amazon MTurk with a survey designed in Qualtrics XM. The
socio-demographic characteristics of the respondents are provided in table 1. Hypothetical
Airbnb scenarios with different paintings on the wall and without any paintings were designed
based on the actual Airbnb.com website. Respondents were asked to imagine that they are
choosing an apartment on Airbnb.com and answer several questions related to attractiveness of
the presented pictures and the main factors affecting attractiveness of art in hospitality settings.
Table 1
Socio-demographic characteristics.
Frequency
Gender
Male
614
Female
528
Other
Age
18-29 years old
268
30-44 years old
642
45-59 years old
188
60 or older
49
Education
High School
53
Vocational School/Associate
41
College/University
751
Master's or PhD
300
Other
2

Percent
53.5
46.0

23.4
56.0
16.4
4.3
4.6
3.6
65.5
26.2
0.2
5

Income
Under 30,000
30,000 - 49,999
50,000 - 79,999
More than 80,000

168
368
449
162

14.6
32.1
39.1
14.1

A heatmap question was used to gather feedback on the scenarios within Qualtrics XM.
Respondents were asked to click anywhere on the image if the areas attracted their attention. The
heat map plots display the most to least clicked areas and demonstrate that the main parts of an
Airbnb listing without art that attracted respondents’ attention were price, the bed, and some
kitchen facilities (Figure 1). At the same time, the picture on the wall was chosen as the most
attractive part of the listing in Airbnb listings that contained visual art. The results show a major
visual difference between guests’ attention to the colored paintings and black and white
paintings. While people tend to pay more attention to colored paintings, the black and white
pictures did not garner much attention.
No picture

Colored picture

Black and white picture

Figure 1. Heat map plots of different Airbnb scenarios.
Participants were asked to rank several pictures with different content (ocean versus mountains)
and different color schemes (natural colors, bright colors, black and white) according to their
attractiveness by using 7-point Likert scales (Figure 2). Results indicate that colored pictures
caused higher levels of attractiveness perception (Ocean, natural color Mean=5.07, SD=1.486;
Ocean, bright color mean=4.93, SD=1.759; Mountains, natural color Mean=5.15; SD=1.438;
Mountains, bright color Mean=5.37, SD=1.788), while black and white pictures were considered
as less attractive (Ocean, black and white Mean=4.35, SD=1.799; Mountains, black and white
Mean=4.68, SD=1.788) (Figure 3).
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Ocean
Natural

Ocean
Bright

Ocean
Black and white

Mountains
Natural

Mountains
Bright

Mountains
Black and white

Figure 2. Pictures with different content and color schemes.

Figure 3. The attractiveness of different pictures.
A series of open-ended questions were included in the survey to explore the main factors
affecting attractiveness of art in hospitality settings. The literature recommends using a sample
size of at least 30 respondents for qualitative studies (Creswell & Creswell, 2017). Considering
the convenient online sampling and that the study did not include probing or define a point of
saturation, an entire available sample of 1147 responses was used to achieve the desired richness
in data. The respondents were asked to explain why they chose certain pictures as more
attractive. Thematic analysis was conducted to identify and interpret the patterns of factors
7

affecting attractiveness of art in Airbnb settings within the data (Ryan & Bernard, 2003).
Inductive coding was used to discover emerging themes, first by applying descriptive codes and
then pattern coding the descriptive codes in the second cycle (Saldaña, 2009). One of the major
themes that emerged from the interviews is related to the color of the picture. Most respondents
suggest that different color attributes (e.g., brightness, contrast, intensity, etc.) made them choose
certain pictures as more attractive than others. Several responses detailed perceptions related to
picture color:
“Because the colors were more vibrant and there was actually something to see in the
image. It did not look boring or easier to make than the others.”
“I enjoy the ones with color as it makes it pop more. The duller ones don’t draw my
attention as much.”
“I went by the colors and how much the colors stood out and caught my eye. The non black
and white pictures are more interesting to look at.”
“I favored the Yellow, blue and grey color scheme the most. I just feel that this color
scheme is more lively and invigorating.”
“I liked the color contrast of yellow and blue, which made me feel energized. I also liked
the softer blue colors, which were pretty and pleasing to my eye. I did not like the starkness
of the gray/black/white paintings.”
Other themes of the attractiveness of visual art in hospitality settings emerged from the responses
include the content of the picture, painting style, quality, the size of the picture, and comments
on attention or emotion (Table 2).
Table 2
Themes emerged from the interviews.
Topics
Themes related to the color of the picture

Themes related to the content of the
picture

Themes
Brightness
Contrast
Intensity
Vibrant
Mountains
Nature
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Themes related to the style of the picture

Themes related to attention

Themes related to emotion

Themes related to the quality of the
picture

Themes related to the size of the picture

Outdoor
activities
Memories
Cubism
Modern
Straight lines
Realism
Eye-catching
Magnetic
Pizzazz
Calming
Energy
Happiness
Mood
Beautiful
Professional
Well-painted
Impressive
Big
Massive
Substantial
Too small

Within the responses, participants referred to the aesthetics of space or the mock website.
Affirmative connotative adjectives such as “beautiful” and “attractive” were used dozens of
times. Several respondents used phrases that explicitly referenced artistic notions (e.g.,
“aesthetically pleasing,” “appealing treatment of light,” “I like the abstractness,” “it looks like
modern art,” “it does not fit the motif,” “pop-art,” “Cubism,” or “I like this kind of stylistic
illustration, and I especially like the line art of the mountains”). A handful of participants
mentioned the concept of hospitality art in more detail, for instance:
“I like having artwork on the walls of my own house so I’m attracted to this approach.”
“I like places that have art on the walls and that are interesting. The room I stayed in
had a Maxfield Parrish theme. It was fun.”
“Objects and materials that reflect local culture and history can also provide a satisfying
sense of place – and they’re especially intriguing for guests from far away.”
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Overall, the responses indicated that the presence of art has a major impact on perception of the
space and the online listing. Art influenced emotions and booking intentions, with several
participants remarking on the painting’s evoking of feelings or the likelihood of booking based
on the presence of an appealing or unappealing painting.
4. Conclusions and future research
The aesthetic character of the physical environment, including the display of artwork, is
instrumental in the creation of compelling experiences, perceptions, and behavior. Through
evidence from these initial studies and previous research, it is apparent that art can positively and
negatively affect guests’ attitudes and behavioral intentions. Visual aesthetics influence
individual guests and impact the relationship with a servicescape (Lin, 2016). Guests actively
critique the physical environment while engaging with hospitality spaces, with some being aware
of the vernacular of art and others having an emotional reaction; as one study participant noted,
“Art is subjective and personal. It’s a gut instinct.”
This study contributes to the literature on e-servicescape aesthetics and their impact on guests.
The online descriptive questions generated major themes related to attractiveness of the visual art
in Airbnb settings. These themes indicate promising propositions for future research on the
effects of different types of art in hospitality contexts. Initial results demonstrate that the color,
content, and size of the picture on the wall affect guests’ attitudes. In addition, the results reveal
that some guests will have existing beliefs about art itself, thoughts on the strategy of placing art
within a space, and reference emotions in relation to the art. Considering that these attitudes
influence behavioral intentions, future empirical studies should be conducted to examine the
effects of different art attributes on guests’ attitudes and behavioral intentions in varied
hospitality settings. In addition, guests’ socio-demographic characteristics, personality traits,
familiarity, and prior experience can moderate the relationships between visual art attributes,
attitudes, and behavioral intentions, as well as different kinds of hotels (e.g., economy vs.
upscale) that might demonstrate distinct effects of art on guests’ attitudes and behavioral
intentions.
Several management implications exist for hospitality professionals. Facilities can take a more
proactive approach to the incorporation of aesthetic principles and displays of artworks in the
10

space. Aesthetics is also a component in the marketing of servicescapes through online
advertising (Harris & Goode, 2010). Art can be prominently displayed in promotional materials,
establishing an e-servicescape that caters to guests’ tastes. Hospitality proprietors may conduct
focus groups and other market research to determine the artistic preferences of potential guests
and loyal consumers. Those with less capital, for instance, home-sharing hosts, can survey
patrons and add personalized or local cultural touches to cultivate the feeling of home that
contributes to repurchase intention (Mao & Lyu, 2017).
Using online convenience sampling can be considered a limitation of the study, and future
research on the effects of art in hospitality settings should be conducted using purposive
sampling techniques (Etikan, Musa, & Alkassim, 2016). In addition, text analytics and visual
analytics approaches might be useful to explore guests’ perceptions in relation to different art
attributes in hospitality settings (Chang et al., 2020; Sohrabi et al., 2020). Finally, more research
should be conducted on the role that art plays in the psychological or spiritual aspects of the
guest experience. Consumers may be more satisfied if leisure spaces contribute to emotional
well-being. There is a notion that the experience economy may evolve into a transformational
one with guests altered in some way because of their visit (Pine & Gilmore, 2011), as seen
through some types of adventure tourism, religious pilgrimage, or yoga tourism (Sharma &
Nayak, 2019). If this is the case, then the hospitality sector has the ability, through its use of art,
to help spark these transformations or at least assist in the making of meaning in guests’ lives.
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